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Expansion of coffee shop untact service and research on delivery service
Focusing on coffee delivery keywords that utilize big data -
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Abstract COVID-19 is also influencing the coffee industry. This will increase untact consumption, a new
consumption trend. Consumption utilizing online channels and delivery service applications that represent untact
consumption is becoming commonplace. The coffee industry is also increasingly using coffee shops with
drive-through and smart ordering systems that can be ordered with minimal contact. While most of the untact
services are preempted at franchise stores, many independent coffee shops still offer differentiated services by
communicating directly with customers. However, along with the prolonged COVID-19 infection, coffee shops in
the present era, which cannot be free from infectious diseases, have no choice but to worry about delivery
services. Therefore, this study analyzed the factors that influence coffee delivery services. Research results due
to the influence of COVID-19, regular delivery services have increased along with coffee delivery services.
Regular delivery services will play a central role in coffee delivery services due to increased use of home cafes
by consumers who want to enjoy coffee in various ways.
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Expansion of coffee shop untact service and research on delivery service

—Focusing on coffee delivery keywords that utilize big data —
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